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Take A Closer Look 
"Employee Survey Shows High Value Placed On 
Customer Service" Blue Cross Blue Shield 
A recent home office survey 
shows over four out of every five 
Plan employees feel that their 
fellow employees place a high 
value on providing customers 
with excel lent service. The 
survey, responded to by 1,560 
Plan employees, was conducted 
by the Customer Relations 
Division. It was designed to 
identify employee perceptions of 
the Plan's customer service 
delivery system and how 
employees felt that system could 
be improved. 
"Employees want to give good 
service to our customers," 
Barbara Hoffman, project 
manager, said. "Over 83 percent 
of our people expressed this 
opinion. And two of every three 
employees (67%) said that 
effective customer services can 
directly support our Marketing 
efforts by keeping our current 
customers and, helping to attract 
new ones." 
Two versions of the survey 
were developed. A more 
comprehensive questionnaire 
was completed by 1,150 
employees who are directly 
involved in delivering customer 
services, such as Claims, 
CL stomer Relations, Marketing, 
Medicare A and B, and Provider/ 
Professional Relations. A shorter 
survey was returned by 410 
home office personnel not 
directly involved in service areas 
of the Plan. 
"Employees gave us valuable 
information. Two items require 
immediate attention; providing 
employees with a better under­
standing of the corporation and 
how each function interrelates 
within the corporation; and 
providing training for people 
within customer service areas so 
they may perform their jobs more 
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competently. 
Knowledge of other work 
areas was a need expressed by 
73 percent of all respondents. 
Employees stated that they 
could perform their jobs better if 
they knew more about other 
departments. In an open-ended 
question on the detailed 
questionnaire, training and 
development emerged as 
another top employee concern. 
When asked, "what would enable 
you to provide better service," 
nearly 29 percent related their 
suggestions to increased levels 
of training for service area 
personnel. 
Employees also highlighted an 
issue for performance 
improvements externally. Just 
under two-thirds (65%) of our 
service employees perceive that 
our customers do not know how 
to complete our claims forms. 
Employees responded to 
several questions regarding how 
we serve some of the major 
"publics" of the corporation. 
Employees feel the best service 
is provided to hospitals (35%) 
followed by subscribers (28%), 
physicians (26%) and market 
decision-makers (11%). 
Barbara noted, 'The survey 
has been presented to the 
Operations Committee and the 
Marketing Task Force to allow 
further discussion of the 
findings and recommendations. 
"Programs are being 
developed to meet the needs for 
training of customer service 
personnel and for providing 
employees with a better 
understanding of the corporation, 
as well as helping our customers 
provide us with more accurate 
information so we can give them 
better service. Employees gave 
us excellent information. We will 
be implementing many of their 
suggestions. The results will 
hopefully be what all of our Plan 
employees want -- t<? provide 
superior customer service," she 
said. 
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Interview With George Brown 
Taking A Closer Look 
At Superior Customer 
Service And What It 
All Means 
"We have to start speaking the same 
language as our customers -- not insurance 
jargon." 
"People out there are telling us things, and 
we have to listen." 
"It's not enough to get a claim from a 
subscriber, see that it requires additional 
information, and send the subscriber a form 
letter telling him the claim needs additional 
development. Instead, we go right to the 
hospital or doctor's office by telephone and 
try to get the missing information 
immediately, so we can get the claim back 
into the processing cycle as fast as we can." 
"A satisfied customer is the best 
advertising in the world." 
These are the words of George Brown, 
Vice President, Private Business Operations. 
They illustrate the Florida Plan's emphasis 
on the importance of satisfied customers. As 
George put it, "A satisfied customer is the 
best advertising in the world." 
The Superior Customer Service Program 
is geared to just that -- producing an army of 
satisfied customers, each telling their friends 
and neighbors how well Blue Cross and Blue 
Shield came through for them. 
Brown and his aides have revamped the 
entire Customer Service area -- even to a 
name change and a reorganization of 
responsibilities. The divisional name has 
been changed to Customer Relations. The 
Customer Service department, formerly 
known as Centralized Inquiries, is directed 
by Ted Hedrick. The new name for the 
Subscriber Service department is 
Membership and Billing, and is directed by 
Tom McGeehan. Barbara Hoffman is project 
manager for the overall Superior Customer 
Service Program. All three report to Brown. 
In all, 275 employees make up the Customer 
Relations Division and are directly involved 
in supporting the Superior Customer Service 
effort. 
The Superior Customer Service Program 
is one of the Plan's two top priorities this 
year. Marketing is the other. They both go 
hand-in-hand. 
"Ten years ago," Brown said, "a customer 
service department was thought of as a 
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"The success of the program depends on 
us all." 
. \ 
George Brown, Vice President, Private Business Operations 
complaint department. In the '80's, this has 
changed. Consumers demand service. If 
they don't get it, they'll go elsewhere." 
"Good service," Brown added, "means not 
just handling a complaint, but going the 
extra mile -- making certain the customer is 
fully satisfied, fully informed, courteously 
treated, and doing all this as efficiently as 
possible. It also involves analyzing the 
causes for complaints to insure that 
corrective action is taken to eliminate the 
same complaint in the future." 
"In today's economy, service is a key 
ingredient in determining what product is 
purchased. With prices being highly 
competitive, consumers are relying on 
service as a deciding factor. For Blue Cross 
and Blue Shield, this means hearing what our 
customers have to say; what they want in 
health coverage; what is the service level 
they expect; and designing our products and 
service levels to meet their needs." 
The Plan's Superior Customer Service 
Program was developed in late 1981. Many 
activities have been initiated and are 
beginning to show some positive effects, 
resulting in a decline in inquiries. These 
improvement activities will continue and 
others are still planned for the remainder of 
the year. All of these efforts will become 
ongoing activities which will continually re­
evaluate our service delivery. 
Although the total turnaround in providing 
superior customer service has not yet been 
accomplished, Brown says that "significant 
progress has been made, and that a well­
established plan is in effect for completing 
the project." 
"Customer Relations personnel are 
receiving higher quality training. The 
program looks at why errors are being made 
and why we are receiving inquiries. It goes 
beyond just answering a complaint. We also 
are conducting, on an ongoing basis, 
comprehensive analyses of the causes of our 
inquiries. Information is also being obtained 
from our various customers on their 
perception of our service." 
One already visible customer improvement 
went into effect June 1. This is the new EOB 
(Explanation of Benefits) for both 
subscribers and physicians. 
"Consumers demand service. If they 
don't get it, they'll go elsewhere." 
"We've tested it with our groups and 
subscribers and we know it's going to be a 
popular improvement," Brown said. "It's 
easier to understand, it's a smaller form, and 
it tells both the customer and the doctor the 
patient's responsibility after Blue Cross and 
Blue Shield has made its payment. Also, 
several claims can be combined on one 
statement." 
Brown summarized the Superior 
Customer Service Program in this way: "If we 
are going to change the way we give service 
and give the corporation a better image, we 
have to believe it and demonstrate it 
ourselves." 
It's obvious that Brown and the Private 
Business Operations staff believe it. Their 
hope is that all Blue Cross and Blue Shield 
employees will come to believe it as well and 
lend their support to this all-important task. 
As Brown said, "The success of the 
program depends on us all." 
Take A Closer Look 
Superior Customer Service -- Some of Those Who Went The Extra Mile 
Service to our customers. This is what our Customer Relations Department and the Plan's Superior Customer Service program is all about. 
Here are some examples of those who went the extra mile: 
"My personal thanks to Blue 
Cross and in particular to Jean 
Becker for the high caliber of 
professional competence, 
efficiency and thoughtfulness 
that she brings to her job. The 
patience and thoroughness 
with which she handled a 
claim for my son (which took a 
year and a half for the hospital 
to document reasonably) was 
exemplary and much 
appreciated." 
(J.J. Merkl, Esso Inter­
American, Inc., Coral Gables) 
"When a person deserves a 
compliment, I think we should 
be as free with them as we are 
with complaints. I'm referring 
to a lady named Pat Ross. We 
have had several illnesses and 
accidents this past year. No 
matter how often I've called, 
she's always been most 
pleasant and helpful. She 
answers my questions in a 
manner I can understand and 
most thoroughly, I might add. 
I've found all your employees 
polite and helpful, but this lady 
goes a step more. To be 
competent, patient and helpful 
is rare in today's fast pace." 
(Mrs. O.J. Tadlock, Fort 
Walton Beach} 
"Just thought you'd like to 
be aware of the very 
competent service given by 
Eliza Baker. She is to be 
commended in the way she 
made me feel that Blue Cross 
and Blue Shield was genuinely 
concerned in resolving my 
claim problem. 
(Alice Coss, Batavia, Ill.) 
"I want to compliment Ora 
Vinson, who has been very 
helpful and cooperative and, 
above all, pleasant about a 
very annoying and difficult 
situation I was having with my 
claims. She corrected the 
problem, after discovering 
what was actually happening 
occurred because of two Blue 
Cross and Blue Shield policies 
being involved. Also, I may 
note she offered to help any 
time in the future if I have a 
problem. Accordingly, I feel I 
have a person who I can trust 
and depend upon at your 
company when a problem 
arises. This is what I call being 
'service people' oriented, 
which is what all of us need 
more of in this life. 
(Mike Lenahon, Okeechobee) 
I 
To Jean Becker, May 14, 1982: 
To Pat Ross, Mar. 12, 1982: 
To Ellza Baker, Feb. 24, 1982: 
To Ora Vinson, Feb. 18, 1982: 
"I talked with Ruth Tamburo 
yesterday about information 
on a claim and related 
questions. She impressed me 
with her patience, consideration 
and the informative way she 
answered my questions. In 
this day and age, it is 
becoming rare when one is 
treated so politely and kindly 
over the telephone. More than 
likely, the party on the other is 
end is short and curt, leaving 
the caller dissatisfied and 
sometimes angry. Ruth 
Tamburo is an asset to your 
organization. 
(F.J. Charles, Orlando) 
To Anita DeBose, Mar. 2, 1982: 
To Diane Thomas, Mar. 24, 1982: 
To Otha Frazier, April 8, 1982: 
To Audrey Shiver, Mar. 25, 1982: 
To Ruth Tamluo, Mar. 26, 1982: 
"This past week there was a 
mix-up with my Insurance 
Plan and I called and talked to 
Anita DeBose. She listened 
very patiently to what I had to 
say, then said she would 
personally take care of my 
Insurance, and get back with 
me -- which she did. I was very 
upset at the time and having 
someone like her to take care 
of your needs sure did help. I 
send a very special thanks to 
her for her help and to you for 
having her." 
(Mrs. Loretta Coggins, 
Wartrace, Tenn.) 
"It took me two days to get to 
your department as all the 
circuits were busy; no fault of 
yours but it annoyed me no 
end. This morning I decided to 
try once again and spoke to 
Diane Thomas. She did not 
pass me on to different people, 
listened to my questions, and 
was most kind, courteous and 
patient. She is a good 
representative of Blue Corss 
and Blue Shield." 
(Rosemary Filley, Seminole) 
"I spoke with Otha Frazier 
this morning and she was most 
helpful. I told her my problem 
and she said she would 
research the elai m and call me 
back in 20 minutes. Within 20 
minutes, I had a call from Ms. 
Frazier saying she had located 
the problem. I do appreciate 
the fact Ms. Frazier was so 
helpful, and I felt that I should 
let you know that she 'went 
that extra mile'." 
(Mrs. Leo Rupp, Bradenton) 
"I have had dealings with 
Blue Cross and Blue Shield for 
many, many years. People are 
always quite quick to 
complain and never take into 
consideration how, on the 
whole, the courtesy outweighs 
the ugliness of people. The 
reason for this note is to tell 
you of one of your employees, 
Audrey Shiver. In dealing with 
my claim, she was extremely 
helpful, considerate, and one 
of the nicest ladies I have ever 
had the pleasure of talking 
with at Blue Cross and Blue 
Shield.She went out of her way 
to help me and see that my 
claim was taken care of 
promptly. I wanted you to 
know how I feel about such 
courtesy from one of your 
employees." 
(Joy Hansen, Miami) 
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The Star had never before even watched T. V. 
Becky Gives the Performance of Her Career 
Becky 
60 Second Spot 
The cast had performed in advertisements 
for practically every product familiar to 
television viewers. Everything from 
automobiles to soap. But the "star" of the 
production had never before appeared in -­
or even watched -- a television commercial. 
The star was Becky. She was five weeks 
old and she appears in the maternity ward 
scene. She's easy to spot. She plays the role 
of an infant. 
Becky arrived on the set as a star should. 
She was late. And she was accompanied by 
an appropriate retinue, including her 
mother, her nurse and her very own welfare 
worker. In addition, she would only permit 
the director to photograph her for thirty 
seconds at a time. (All of the above are 
required by California laws -- although 
Becky gave the impression that this was all 
her doing.) 
Before she arrived, the cast and crew had 
worked quickly, tirelessly. They inspected 
every detail, doing and re-doing every scene 
until it was exactly what the director wanted. 
And then, they would shoot the scene a 
dozen more times. 
The Making Of A Television Com.mercial 
The longest scene was fourteen seconds. 
The shortest was just a little over eight. The 
objective was to cram as much meaning in 
each second as possible. 
Becky was scheduled to make her 
appearance on the set by 3 p.m. When at 3:10 
she finally decided to appear, everything 
stopped. All of the hustle, the bustle and the 
chatter were immediately suspended. 
The director looked up from his camera. 
Actors left their marks and the crew deserted 
their posts to catch a glimpse of the star. 
The star, however, was unimpressed with 
so much interest and adoration. Obviously, 
she had become accustomed to being the 
center of attention. Her response to the 
devotion of so many actors and technicians 
was a stretch and a long yawn. 
Director Fred Levinson then took control. 
The cast and crew scattered back to their 
stations. After imposing quiet and order to 
the set, Fred turned his attention to his star. 
No one knows for sure what the director told 
her, but following their discussion, Becky 
gave the performance of her career. 
THE SCENE: A severe earthquake rocked the Pacoima 
Memorial Hospital about five years ago. Half of the institution was 
so badly battered that it has never again been used to care for 
patients. 
THE CREW: The director of the production, Fred Levinson, had 
been responsible for making hundreds of commercials before 
beginning the Blue Cross assignment. Immediately.following 
Walking through the hospital's hallways, you begin to wonder if 
it is still in operation. You see what would appear to be doctors, 
nurses and patients. They really aren't. They are actors playing 
their roles. 
The hospital, located just outside of Los Angeles, has been used 
for filming segments of CHIPS and the Lou Grant show -- as well 
as for many movies and other television shows. Pacoima was also 
the set for the "Take A Closer Look" television commercials fur 
Blue Cross and Blue Shield of Florida. 
Gloria Hendry (CRT vignette) was born in 
Jacksonville and lived in Florida until she 
was three years old. Both Gloria's mother 
and father are Floridians. 
"I know Blue Cross and Blue Shield," she 
said. "On March 5th my mother had a triple 
heart by-pass operation. You people paid for 
practically everything and you paid quickly. I 
know how good Blue Cross is. I hope these 
commercials will help others to learn how 
fine you are too." 
Gloria has appeared in numerous films, 
including "Live and Let Die." She also has 
worked in a "Flip Wilson Special" and in 
several T. V. series and soap operas. 
Jane Actman (CRT vignette) has been 
acting since she was a child. She has 
appeared in "Trapper John" and "Medical 
Center" -- as well as such non-hospital series 
as "Barnaby Jones", "Wonder Woman", 
"Hawaii Five-0'', and "Love, American Style". 
She has also appeared in the T·.v. series "The 
Paul Lynde Show" and "Room 222". 
Jane said, "I've always been an actress. I've 
never worked in an office. But if I ever do, I 
would hope that the scene I was in would 
happen. I hope there would be someone like 
Gloria to help me. I'm terrible with electronic 
equipment. I can't even conquer an electric 
typewriter." 
Betsy Toll (Customer Service 
Representative vignette) has been featured 
in commercials for United Airlines, Buick, 
and Heinz. She also has performed in the 
soap opera "Days of Our Lives", and in a T.V. 
movie of the week "And Baby Comes Home". 
Betsy commented, "I like the part I played. 
I think its really great that Blue Cross and 
Blue Shield people make it possible for 
senior citizens to get the help they need. I 
hope the employees realize how important a 
role they play." 
Gloria Hendry 
Jane Actman 
Betsy Toll 
this project, he was scheduled to film commercials for Coca Cola. 
With him came more than a dozen professionals who handled 
lighting,  make-up, props and hundreds of details. Each was 
dispatched quickly and expertly. 
Every scene had to be perfectly staged, acted and filmed. 
Otherwise, "Take A Closer Look" would not portray the products, 
services and people of Blue Cross and Blue Shield properly. 
THE CAST: The actors ranged from 5 weeks to over 91 years of 
age. The following are profiles of six of the principal actors. 
Jean Hayworth 
Rod Mays 
Steve Gagnon 
Jean Owens Hayworth and Rod Mays 
(Customer Service Representative vignette) 
appear as the couple who require help in 
filing their claim. Neither had acted together 
before. However, Jean had appeared about a 
year before in a commercial with another 
actor on the set -- Frank Picard (the elderly 
gentleman in the birthday cake scene). When 
Frank saw Jean, he mentioned that they had 
appeared as a married couple. "My 
goodness," Jean said, "I've been married in 
five other commercials since then." 
Jean has been in hundreds of 
commercials, most recently Mattel toys and 
Jello. She is related to both Rita Hayworth 
and Ginger Rodgers. In fact, Jean conducts 
Miss Rodger's contract negotiations for roles 
she plays. 
Rod acted while in college but only 
resumed his theatrical career when he 
retired about five years ago. After college, he 
worked in radio and then in advertising. Rod 
ran his own ad agency for 27 years and then 
became senior vice president of the 
American Advertising Federation. He said, 
"I've enjoyed creating advertising for years. 
Now I'm enjoying being in them." 
Steve Gagnon (Birthday Cake vignette) 
was a teamster working at the movie studios 
when he decided to quit his job and try acting 
fulltime. That was only three years ago. 
Since then, the native Californian has 
performed in Toyota, Menon, Miller and 
Budweiser commercials. He has also acted 
in CHIPS, Lou Grant and White Shadow 
shows. 
"My role was really nice," Steve said. "I 
came to the senior citizens' center to explain 
the Company's services. That was 
something that I could do for these folks. 
They returned the favor by baking a birthday 
cake for me. It was a touching scene. I 
enjoyed being in it." 
I, Jake M. Godbold, by virtue of the power vested in me as 
do hereby proclaim Friday, June 11, 1982, as ''TAKE A CLC 
It was a patio party. Good music. Senior 
officers serving food. Drawings for free tee 
shirts. 
It was the introduction to all employees -
both in Jacksonville and in our 15 field 
offices - of our new advertising campaign. It 
was the end of a week of mysterious bumper 
stickers, buttons and verses on bulletin 
boards. It was the culmination of a lot of work 
by many people. It was a success! 
But "Take A Closer Look" Day on Friday, 
June 11, was just the beginning. 
The television commercials begin running 
on stations throughout Florida on Monday, 
June 14. In them, we invite the people of 
Florida to "Take A Closer Look" at Blue 
Cross and Blue Shield. We firmly believe that 
when they do, our fellow Floridians will like 
what they see. 
Whether the people of Florida see us as we 
believe they should, or not, is up to each of 
us. If we "Take A Closer Look" at our jobs 
and perform them to the best of our ability, 
then the advertising campaign will be a 
success. And so will Blue Cross and Blue 
Shield of Florida. And so will each of the2543 
people who make the difference between us 
and our hundreds of competitiors. 
"Take A Closer Look" Day can be nothing 
more than a patio party, or the introduction 
of an advertising slogan. Or it can become 
the kick-off, the beginning of a new, reborn 
Plan where every employee will be proud of 
his or her contribution to the best health 
insurer in Florida - or anywhere. 
d in me as mayor of the city of Jacksonville, 
AKE A CLOSER LOOK'' DAY. 
Photographs Taken During the Filming of the Commercials 
"Happy Birthday to You . . .  " "Thank you for staying to help us." 
"Isn't she just beautiful?" "I think she needs me." 
Take A Closer Look - At The New EOB's 
"The Task Force had a goal of developing 
an Explanation of Benefits (EOB) form which 
would give our subscribers and physicians a 
better understanding of how their health 
care claims are processed." Claims 
Development Project Manager Lynda 
Dedmon is confident the goal will be·realized 
following the implementation of the revised 
EOB on June 1. Woody Gash and Debbie 
Hall led a Task Force which took a closer 
look at the current EOB for 12 months before 
developing recommendations for its 
improvement. Some of the modifications to 
the current form and its system are quickly 
apparent to those familiar with its format. 
Lynda has been coordinating the 
implementation of the revised form. 
Research was a major component of the 
EOB Improvement Project. Input on our 
present system was gathered by the Task 
Force from walk-in subscribers in 
Jacksonville, local/statewide groups, and 
some Jacksonville providers. Those 
research findings served as a guide for 
initiating the revision program. 
"The biggest change for our subscribers 
will be the ability for most EOB's to identify 
the patient's responsibility," Lynda noted. 
" Our surveys showed subscribers couldn't 
calculate their liability because current 
EOB's do not tell the subscriber what portion 
of the total bill he or she must pay." 
"We have addressed that problem; 
however, there will be a few instances where 
the new EOB cannot identify patient 
responsibility t;>ecause the claim was 
received with incomplete information. "To 
further build subscriber understanding," 
says Lynda, "We will give a better explana­
tion of what information is missing and why 
'patient responsibility' has not been 
calculated." 
Readability will be dramatically increased 
with the new EOB according to Lynda. The 
size is being decreased by 39 percent -- from 
11 by 14 inches to 8½ by 11 inches. This 
reduction, along with layout improvements, 
will give the document an easy to read 
appearance. 
A related improvement for the subscriber 
will be to have each EOB's column headings 
match the type of contract they hold. Thus, 
the headings will differ among future EOBs 
to adapt them to the subscribers' contract 
such as UCR, Comprehensive or Major 
Medical. 
Other changes to the Plan's EOB system 
relate to the number of claims per form and 
the payment frequency. "Presently we 
generate one EOB for one claim," says 
Lynda, "but often that confuses our 
subscribers." As a result of one hospital 
admission, a subscriber may receive three 
EOBs -- one for each claim. And further, 
those three EOBs may be received by the 
subscriber all on one day. "The 
consolidation of several claims dispositions 
on one EOB will decrease the subscriber's 
confusion and lower our mailing costs." 
In a related EOB system adjustment, 
physicians will be receiving a weekly 
"Summary of Benefits" of Blue Cross and 
Blue Shield of Florida claims data, rather 
than the current three times a week form for 
each claim filed. Lynda explained, "Our 
discussions with physicians showed us they 
favored this approach because it cut down 
on the amount of paper they received." 
A further refinement of the EOB has been 
to review and reword the current reject and 
adjustment codes. A Task Force 
subcommittee has reviewed the 917 codes 
and developed wording which better 
explains why a claim was rejected or 
adjusted. 
The financial impact of the EOB project is 
significant. According to Lynda, "During the 
first 12 months of operation, the new EOB 
system will save the company approximately 
$627,595. Over $400,000 of that savings will 
be in postage, with other cost reductions 
resulting from using fewer forms." 
Implementation of the new EOB system 
began June 1. Lynda says several areas of 
the Corporation received detailed informa­
tion on the new EOB system through training 
sessions in April and May. These areas were 
Claims, Customer Service and the personnel 
in the 15 Blue Cross and Blue Shield of 
Florida Field Offices. -
After the new EOB program is 
implemented, the research and testing will 
continue with a post-implementation study 
in June and July. "We plan to get further 
input from subscribers and providers to 
make sure the new EOB is effective and that 
we have met our goal -- increased subscriber 
understanding." 
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Blue Cross and Blue Shield of Florida 's employees in Jacksonville represent the purchasing power of 7, 000 people contributing to the local 
Jacksonville economy. 
Take A Closer Look 
The Florida Plan's Contribution To The Local and State Economy Will 
Exceed $3 Billion This Year 
The numbers are mind-boggling. And 
probably few, if any, of our employees realize 
it. But in our new "Take A Closer Look" 
advertising campaign, which kicks-off on 
statewide television on June 1 4, Profile took 
a look at just how Blue Cross and Blue Shield 
of Florida contributes to the local and state 
economy. 
As an employee of the Florida P·lan, the 
next time someone outside the company 
asks you what's happening on Riverside 
Avenue, here's one way to respond. 
(1)  We're the state's leading private health 
insurer. 
(2) Nationally, we're the third largest 
Medicare claim processor in the U.S., 
next to New York and California. 
{3) We'Te o rre-o f the few co r purati uns i n 1he 
state which pours a billion dollars or 
more back into the state's economy in a 
year's time. In 1 981 , the total sum was 
$2.9 bi l l ion. It will easily exceed $3 
bi l l ion in 1 982. 
These are true statistics -- facts that all of 
us, as Blue Cross and Blue Shield of Florida 
employees, can take pride in. 
Most of the money the Florida Plan puts 
back into the state's economy is for the 
payment of claims for its private subscribers 
and disbursing federal funds for claim 
payments on behalf of Medicare 
beneficiaries. The Plan's employee payroll 
and other administrative expenses account, 
too, for many millions of dollars. All of these 
factors create funds which bolster the state 
and local economy -- funds that eventually 
Monies Disbursed By Florida Plan (1981} 
Payments Direct to Medicare Beneficiaries or to Hospitals, 
Other Institutions and Physicians on Behalf of these 
Beneficiaries . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  , . . . . . . . . . . . . . .  $2,200 ,000,000 
Payments for Private Business Claims on Behalf 
of Plan Subscribers . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $455 ,090,000 
Payments Through Inter-Plan Bank for Out-of-State Subscribers 
Visiting Florida . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $126 ,000,000 
Payments for Subscribers of Self- Insured Groups which the 
Plan Administers (State Group) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $57,000,000 
Operating Expenses and Salaries (Medicare 
Program) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $39 ,000,000 
Operating Expenses and Salaries (Private 
Bus iness) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $42 ,000,000 
Grand Total . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $2,91 9,000,000 
reach millions of Florida's citizens and are 
used by them to purchase the hundreds of 
items they require for their everyday living 
needs. 
The $2.9 bi l l ion the Plan disbursed 
through these various means during 1 981  
was an all-time high in the 38-year history of 
Blue Cross and Blue Shield of Florida. 
The chart (above) illustrates, in some 
detail, the outflow of monies the Plan puts 
back into the state's economy for the people 
of Florida. 
To do its work, Blue Cross and Blue Shield 
of Florida employs 2,500 people -- 2,300 of 
whom are located in Jacksonville. The 
remaining 200 are assigned to the 1 5  
district offices in the state. The Plan's annual 
payroll is $36 mi l l ion. Its workforce in 
Jacksonville ranks No. 4 in the city. In the 
Jacksonville area alone, the Plan's 2,300 
employees have an average family size of 
over three persons per employee. Translated 
into purchasing power, this represents 
nearly 7,000 people supporting Jacksonville 
area merchants for their daily necessities. 
Thirty percent of the state's population 
depends upon us for their reimbursement for 
hospital and medical care. And a special 
milestone will be reached when the Plan's 
total disbursements into the Florida 
economy will surpass the $3 bi l l ion mark in 
1 982. 
Grand Opening Held June 1 in Tallahassee For Plan's First HMO Venture 
Bill Flaherty and Governor Bob Graham get together in Tallahassee during the 
grand opening of Capital Health Plan, the first Blue Cross and Blue Shield -
associa ted HMO. Governor Graham called the HMO "good news for the people 
of this state and an innovative step in .the battle to contain rising costs. " 
:!�-�� c.�� 
Insurance Commissioner Bill Gunter presented 
the new HMO its state Licensure and Federal 
qualification. The join t venture of Capital Health 
Plan and Blue Cross and Blue Shield of Florida is 
the 13th HMO to be licensed in the state. 
Take A Closer Look 
"Employee Survey Shows High Value Placed On 
Customer Service" Blue Cross Blue Shield 
A recent home office survey 
shows over four out of every five 
Plan employees feel that their 
fellow employees place a high 
value on providing customers 
with excel lent service. The 
survey, responded to by 1,560 
Plan employees, was conducted 
by the Customer Relations 
Division. It was designed to 
identify employee perceptions of 
the Plan's customer service 
delivery system and how 
employees felt that system could 
be improved. 
"Employees want to give good 
service to our customers," 
Barbara Hoffman, project 
manager, said. "Over 83 percent 
of our people expressed this 
opinion. And two of every three 
employees (67%) said that 
effective customer services can 
directly support our Marketing 
efforts by keeping our current 
customers and, helping to attract 
new ones." 
Two versions of the survey 
were developed. A more 
comprehensive questionnaire 
was completed by 1,150 
employees who are directly 
involved in delivering customer 
services, such as Claims, 
CL stomer Relations, Marketing, 
Medicare A and B, and Provider/ 
Professional Relations. A shorter 
survey was returned by 410 
home office personnel not 
directly involved in service areas 
of the Plan. 
"Employees gave us valuable 
information. Two items require 
immediate attention; providing 
employees with a better under­
standing of the corporation and 
how each function interrelates 
within the corporation; and 
providing training for people 
within customer service areas so 
they may perform their jobs more 
c:-i--. · ..
Cl) :::i . 
�(t) 
:-- Cl) . . 
:: c:: I x. C) lit.: 
competently. 
Knowledge of other work 
areas was a need expressed by 
73 percent of all respondents. 
Employees stated that they 
could perform their jobs better if 
they knew more about other 
departments. In an open-ended 
question on the detailed 
questionnaire, training and 
development emerged as 
another top employee concern. 
When asked, "what would enable 
you to provide better service," 
nearly 29 percent related their 
suggestions to increased levels 
of training for service area 
personnel. 
Employees also highlighted an 
issue for performance 
improvements externally. Just 
under two-thirds (65%) of our 
service employees perceive that 
our customers do not know how 
to complete our claims forms. 
Employees responded to 
several questions regarding how 
we serve some of the major 
"publics" of the corporation. 
Employees feel the best service 
is provided to hospitals (35%) 
followed by subscribers (28%), 
physicians (26%) and market 
decision-makers (11%). 
Barbara noted, 'The survey 
has been presented to the 
Operations Committee and the 
Marketing Task Force to allow 
further discussion of the 
findings and recommendations. 
"Programs are being 
developed to meet the needs for 
training of customer service 
personnel and for providing 
employees with a better 
understanding of the corporation, 
as well as helping our customers 
provide us with more accurate 
information so we can give them 
better service. Employees gave 
us excellent information. We will 
be implementing many of their 
suggestions. The results will 
hopefully be what all of our Plan 
employees want -- t<? provide 
superior customer service," she 
said. 
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